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The Global Growth Council convened marketing leaders to help advance the Council’s efforts to define the enterprise standard for Al adoption. Al is
now core infrastructure for competitive advantage, operating model transformation, and leadership accountability. Alignment between CMO and
ClIO is foundational to scalable, responsible growth. Al’s potential to drive productivity and creativity is matched by material risks across talent, trust,
and governance.

The implications for leadership are substantial.

The delegation focused on how marketing leadership is evolving from
functional execution to enterprise orchestration.

* The future CMO operates in partnership with the CIO to ensure
that technological capability translates into customer value and
organizational growth, govern Al deployment and align data
systems.

Group Discussion &
Peer Exchange

* Organizations must cultivate multidisciplinary capabilities that
combine analytical reasoning, creative thinking, and technological _ S
Karolina Pires Basanez, Marketing Director, Europe

fluency. Workforce readiness is now a determinant of Al

Sébastien Chauve, CMO Europe at SC Johnson Lifest
readiness.

Nishant Pithi. ~ Txarprise Al Architect €

Nick Primol gEVP‘ Global CMO Growth k% \NA
The Council’s conclusion is definitive: Al transformation is an \
operating model transformation. Organizations that treat Al as a
series of tools will underperform those that treat it as a coordinated

system of growth infrastructure where marketing and tech collaborate
to unlock its full potential.

What follows is a summary of the group discussions capturing the key

insights, priorities, and actions.
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The Council identified three domains where Al is
redefining enterprise capability:

* First, predictive intelligence is reshaping how

organizations understand markets and
customers.

Al-driven insight generation enables earlier
detection of behavioral shifts, more precise
segmentation, and reduced strategic
uncertainty.

Second, Al is transforming creative and
experience development.

Rather than replacing human creativity, Al is
expanding the scale, speed, and
personalization of execution while elevating the
strategic importance of human judgment and
originality.

Third, production and delivery models are
undergoing structural change.
Organizations are achieving unprecedented
scalability in content creation and experience
deployment, fundamentally altering cost
structures and performance expectations.

. Formalize CMO-CIO Joint

Governance

* Establish shared
accountability for Al
deployment and value
realization

* Align technology investment
with growth strategy

* Implement enterprise-wide
Al oversight structures

. Treat Data Integration as a

Growth Infrastructure
Initiative

* Prioritize unified customer
and operational data
environments

* Implement enterprise
standards for data quality,
accessibility, and
interoperability

* Align data architecture with
personalization and
decisioning requirements

3. Transition from Al
Experimentation to Scaled
Deployment

* |dentify enterprise-level use
cases with measurable
growth impact

* Integrate Al into core
workflows rather than
peripheral pilots

* Align Al adoption with
operating model redesign

4. Redefine the Marketing
Function as a Growth
System

* Expand marketing
accountability across
experience orchestration
and decision systems

* Embed Al-enabled insight
and personalization info
customer strategy

* Align performance mefrics
fo enterprise value creation

5.

Implement Enterprise
Workforce Enablement

Establish structured Al
capability development
programs

Promote multidisciplinary
operating models

Position human creativity
and judgment as strategic
assets

Safeguard Trust as a
Strategic Asset

Embed governance,
transparency, and brand
safeguards into Al systems

Align Al deployment with
customer trust and
reputational resilience

Ensure human oversight
remains integral to
decision systems
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Discussion was grounded in defining common best practices for scaling Al responsibly through stronger CMO and CIO alignment, governance, and operating model
integration. Two of the presentations that were shared are highlighted below.

Infosys GLOBAvL PZLIONS ADVISORY
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Al: The Critical

Global CMO Marketing Enabler

Growth Council
Insights

form

Highlights from the CMO Al Playbook

The Global CMO Growth Council partnered with Infosys Aster and its LIONS shared an exclusive, specially curated selection of world-class

Infosys Knowledge Institute to identify top implications for CMOs examples of Al-fueled creativity and effectiveness. Highlights include

related to Al. The initial findings of this global study were released how Al:

during this forum. The study was conducted over this past year and

includes feedback from over 150 Growth Council CMOs, subject o Delivers predictive power to research and insights processes

experts and world-class guidance from Infosys expertise. e Constitutes a constantly evolving and culturally attuned whetstone
for creative development

Key findings from the CMO interviews highlight a more pressing need e Enables exponential scaling of production and delivery

for marketing leaders to guide their companies in developing intelligent

systems that drive real enterprise-wide value. Key challenges to address Presenter: James Womersley, Director, Creative Transformation at

included trust risks like data privacy, Al errors, fragmented data and LIONS Advisory. For a full copy of the presentation, please contact

talent gaps. The role of the CMO ultimately evolves to more James Womersley: james.womersley@lions.co

orchestration of autonomous Al systems, protecting brand integrity and
aligning tech investments to growth outcomes.

Presenter: Samad Masood, AVP, Content Strategy Lead and Head of
Europe at Infosys Knowledge Institute. For a full copy of the
presentation, please contact Samad Masood:
samad.masood@infosys.com

o2 aster | Moz

COUNCIL



https://www.infosys.com/iki/about/samad-masood.html
https://www.infosys.com/iki.html
mailto:samad.masood@infosys.com
https://www.linkedin.com/in/jameswomersley/
mailto:james.womersley@lions.co
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Through our collaboration with Infosys, Growth Council members gain access to a curated body of enterprise-grade resources designed specifically for CMO and
CIO leadership. These include global implementation benchmarks, Al adoption frameworks, operating model playbooks, and cross-industry case studies drawn from

large-scale deployments. The resources are structured to move beyond inspiration toward execution — enabling leaders to assess readiness, align marketing and

technology strategy, scale Al responsibly, and measure impact against enterprise growth outcomes.

Beyond the Prompt

Scaling Al from Efficiency Win to Enterprise Value Engine
Strategic Imperatives for Marketing Leadership

1. TheTrustGap
"Fail fast" is a luxury you can ne longer afford.

49% Cite data privacy and security3s oneof the

primary barriers to Al mplermentation.

"halludnation®

2. The Data & Talent Bottleneck
Unifying data is a leap of faith. Is the ROI real?

processas, competitive advantage shifts from information to decisions

The solution?
Start Investing In algorithmic oversight.

The Key Takeaway: From Chief Marketing Officer fo Chief Orchestrator

Orchestrator. Thevaluve you

The
board-leval
audit:

3. TheForce Multiplier
Efficlency Is the floor. Effectiveness s the ceiling.
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73 [, e

athematicians? but it annot

= Hyour. indistinguishable from
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Usa Al to Identify gaps In human thinking, not
Just tofill them,

4. The Agentic Future
From isolated tools to autonomous partners.

Expect workflow automation o be onz.fthe
[ ——

systems thatact within
 drive personalization. The
take over; s thstyoullhita
using 2026 tools with 3
2010 mindset.

Move from pradictive Al ta systams of action
stom
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CMO and C-Suite:
The DNA of Partnership

Infosys Knowledge
Institute
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CMORADAR
REPORT

Tech Navigator: Agentic CMO Radar

Enterprise Al Playbook
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From the beginning, the Growth Council was designed to be more than just a forum for
ideas — it was built around action.

The Council's very first meeting eight years ago sparked

transformational change. Today, we're facing an even
bigger inflection point — with Al as a new force
reshaping everything. And once again, the

Growth Council is serving as the place

GROWTH COUNCIL

where marketing leadership turns into WORKING TEAMS

real-world change. Today, Working
Teams are formally aligned with

the ANA’s Board of Directors and
are supported by eight fully

Brand, Creativity, and Media

operational business practices

Driving

Data, Technology, and Measurement

to drive the outcomes of the

Business

Growth Agenda.

Talent and Marketing Organization

and Brand

Each practice area is managed

like a world-class business unit:

Inclusive and Sustainable Marketing

Growth

built with operational infrastructure,

B2B

subject-matter expertise, and led
by cross industry leadership councils
composed of CMOs and senior

practitioners with deep domain knowledge.

02 aster | Moz



Growth Council programming follows a structured cycle of quarterly forums and regional gatherings, all led by

CMO delegates.

Working Team Meetings

Q1 Brond  Feb 17
Inclusive  Feb 12
B78B Feb 24
SMC Feb 25
Talent  Mar 12 Register
Dota Mar 31 Register

Q2 Data May 6 Register
Brand  May7  Register
BB May12 Register
Inclusive  May 13 Register
Talent  May 14 Register
SMc May 20 Register

@3 Data Aug 5 Register
Brand  Aug6  Register
Talent  Aug 11 Register
Inclusive  Aug 13 Register
BB Augld  Register
SMC A 19 Register

Q4 Data Novd4d  Register
Brand  Nov5  Register
BB Nov12 Register
Inclusive  Nov 17 Register
SMC Nov18  Register
Talent ~ Nov19  Register
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Regional Leadership Forums

ANA Media Conference  Mar 25-27 More
(Nashville)

ANA Masters of Data ~ Apr 13-15 More
(New York)

Spikes Asia Apr/May (thd)  More
ANA Brand Masters May 18-20 More
(Los Angeles)

ANA Mosters of B2B Jun 3-5 More
(Chicago)

(limate Week Sep (thd) More
(New York)

Dubai Lynx Sep (thd) More

Leadership Summits

Cannes Lions International Jun 24 More
Festival of Creativity (Cannes)

Global CMO Growth Summit at  Oct More
the ANA Masters of Marketing  19-20
Conference (Orlando)

Global CMO Growth Accords ~ Nov More
(thd) (thd)

clfné“‘

THE 2026
GLOBAL CMO
GROWTH COUNCIL
DELEGATE
HANDBOOK

Learn more:

Commit to joining a
Growth Council
Working Team:
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